Objective: To compare the similarity in how youth in the United States, Australia, and Britain appraise anti-smoking advertisements with different characteristics. Design: Each participant viewed and evaluated a set of 10 anti-smoking adverts (from an overall total of 50 adverts) in a controlled experimental context using an audience response methodology. A structured telephone interview was completed one week after viewing the adverts, in which recall and engagement with the adverts by participants was evaluated. Subjects: 615 youths who were experimenting with smoking or were susceptible nonsmokers. Main outcome measures: Measures of advert appraisal and engagement. Results: Youth in the United States, Australia, and Britain responded in very similar ways to the same anti-smoking advertisements. In full multivariate models, the target audience of the advert and the advert theme were not related to the main outcome measures employed in this study. However, adverts with visceral negative or personal testimonial executional characteristics were appraised more positively by youths and were more likely to be recalled, thought about, and discussed at follow up one week later. Conclusions: Youths in three different countries responded to anti-smoking advertisements in very similar ways, suggesting that such adverts might be more actively shared among nations. The appraisal of, and engagement with, the anti-smoking adverts, however, varied substantially depending on executional characteristics. In the design of effective anti-smoking adverts, due attention needs to be paid to those characteristics that appear to most engage youth across different social and cultural environments.
A good deal of evidence now indicates that anti-smoking advertising can be effective in reducing levels of smoking among youth. [1] [2] [3] [4] [5] Anti-smoking advertising has been a prominent component of tobacco control initiatives in the United States and has been associated with declines in smoking prevalence among both youth and adults in the States where such advertising has been employed. 1 6 7 The use of antismoking advertising has also been an important element of tobacco control efforts in Australia since the early 1980s. These advertisements, which have most recently depicted in graphic detail the adverse health consequences of smoking, have generated high public awareness and positive responses among both youth and adults. [8] [9] [10] [11] Tobacco control programmes in Britain have also employed anti-smoking advertising with some success. 12 However, not all anti-smoking advertisements are equal in terms of their efficacy in changing smoking related beliefs, attitudes, and behaviours. Indeed, a number of studies have failed to find a relationship between anti-smoking advertising and reductions in tobacco prevalence. [2] [3] [4] Clearly it is important to establish the characteristics of adverts and marketing strategies that are best able to advance tobacco control objectives. Opinions vary, however, regarding just what sorts of adverts are most likely to reduce smoking among youth. Pechmann and Reibling 13 suggest that messages that emphasise harm to family, and the socially unacceptable nature of smoking, are likely to be most effective, whereas Goldman and Glantz 14 argue that adverts that portray the harms caused by secondhand smoke and the duplicitous nature of the tobacco industry will be most successful. Other research indicates that highly emotional appeals that depict, in graphic detail, the adverse consequences of smoking are likely to be most effective for both youth and adults. [15] [16] In comparison, advertisements that emphasise youth choice, or that smoking is uncool, such as those developed by Philip Morris, tend to be rated poorly by youth 17 and may have a counterproductive effect on tobacco control objectives. [18] [19] More research is clearly required to establish the features of anti-smoking advertisements that are most likely to change smoking related beliefs, attitudes, and behaviours in ways that are commensurate with reducing the harm caused by tobacco in society.
One important, as yet unanswered, question concerns the extent to which these findings generalise across different nations. Do youth in different countries respond in the same way to anti-smoking messages and appeals? Providing an answer to this question is important for a number of reasons. By establishing the characteristics of advertisements that are effective in a variety of different contexts, the development of new anti-smoking advertisements can be undertaken in ways that are likely to best realise tobacco control objectives. Furthermore, if youth in different countries respond in similar ways to anti-smoking advertisements, a strong prima facie case can be made for the sharing of such advertisements among nations, which could result in considerable financial savings.
The present study was designed to address the way that youth at risk for regular smoking in the United States, Australia, and Britain respond to a variety of different anti-smoking advertisements. Two main research questions were posed: (a) do youth in the United States, Australia, and Britain respond in similar ways to anti-smoking advertising?; and (b) how are different anti-smoking advertisements, with different characteristics, appraised by youth in these three nations?
METHOD

Advert selection and preparation
In total, 50 advertisements were selected for inclusion in this study. These adverts were produced and aired in the United States between 1997 and 2001, and were sponsored by pharmaceutical companies (n=5), tobacco control programmes (n=37), or tobacco companies (n=8). Because adverts sponsored by pharmaceutical and tobacco companies did not have sufficient variation to study the effects of advert characteristics of primary interest in this study, analyses are only reported for responses to adverts sponsored by tobacco control programmes (n=37). Each advert was coded for its primary target audience (youth or general audience), main theme (cessation methods or strategies, health effects of smoking, health benefits of quitting, secondhand smoke, exposing tobacco industry manipulation, parental or sibling guidance about tobacco, adverts portraying tobacco as "uncool", or other), and for the presence or absence of two executional characteristics: (a) personal testimonial (real people telling how smoking has affected their lives); and (b) negative visceral image (an image eliciting an unrelieved visceral "ugh!" response). Audience, theme, and executional characteristics were coded by agreement among five members of the research team. In table 1 we provide details of these different advert characteristics. Full details of the methodology employed in this study are provided by Wakefield et al. 20 Study participants and recruitment methods In total, 615 8th, 10th, or 12th grade (2th, 4th, or 6th year of secondary education in Britain) youths who were either susceptible nonsmokers or experimenting smokers 21 participated in this study (n=278 in United States; n=162 in Australia; n=175 in Britain). Participants were similarly distributed by age and sex in the three countries. Youth were recruited by market research agencies in the United States and Australia, and by the Centre for Social Marketing at the University of Strathclyde in Britain. Each youth attended a rating session with 15 other youth in which they appraised 10 different adverts in a 75 minute period. Groups were facilitated by study personnel, who explained the purpose and format of the session and emphasised the importance of each participant providing honest evaluation of the adverts. Each advert was shown twice, after which the participants completed a one page rating form per advert.
Youth recorded their level of agreement with 16 emotive and appraisal statements about the advert. They were then asked to rate how good they felt each advert was via the question, "Overall, how good was this ad as an anti-smoking advertisement?" (1=not good at all, to 7=very good). Participants in Australia and Britain received a slightly different version of this question, "Overall, I thought this ad was a very good anti-smoking advertisement" (1=strongly disagree, to 5=strongly agree). Youth were then asked if they had seen the advert before on television. At the end of the session participants were asked to indicate "Which one of these ads will most make you stop and think?" A week after the rating sessions, follow up telephone calls were conducted with each participant. Participants were asked to identify which, if any, of the adverts they could recall from the rating session. For each advert recalled, they were then asked to state whether they had thought more about that advert and whether they had discussed it with anyone outside of the rating session. Finally, participants were asked if they had seen any anti-smoking adverts on television between the rating session and the follow up interview.
Outcome measures and statistical analysis
For the analyses reported in this paper, original data at the individual level were aggregated up to the advert level (n=37), meaning that the responses of all youth who viewed and rated a particular advert were averaged for that advert. These responses should be interpreted as the proportion of youth related to a specific outcome. For example, for advert recall, the variable reflects the mean proportion of youth exposed to that advert that subsequently recalled the advert in the follow up interview. Outcome variables for this study included measures of appraisal and engagement. Appraisal included two measures obtained from the rating sessions: (a) how good ("Overall, I thought this ad was a very good anti-smoking advertisement"); and (b) stand out ("Which one of these ads will most make you stop and think?"). Engagement included three measures obtained during the follow up sessions: (a) recall (the proportion of youth from each rating session who recalled each specific advert at follow up); (b) thought about (the proportion of youth from each rating session who reported having thought about the advert between the rating session and follow up; and (c) discussed (the proportion of youth from each rating session who reported having discussed the advert between the rating session and follow up with someone not in the rating session).
Differences between countries on the main outcome variables were evaluated using analysis of variance, while linear regression analyses were employed to identify associations between advert characteristics and outcome variables, and to test for interaction effects between countries.
RESULTS
Outcomes by country
There were few differences between youth in the United States, Australia, and Britain on the outcome measures for anti-smoking advertisements (see table 2 ). On average, across the three countries, 56% of the participants rated the adverts as above average on how good, adverts were recalled on average by 37% of youth, thought about by 18%, and discussed by 16%. Consistent with the fact that all adverts were sourced from the United States, youth in the United States reported significantly higher prior exposure to the anti-smoking advertisements, compared with participants in either Australia or Britain. British youth were also significantly less likely to recall the anti-smoking adverts, with an average of 43% of youth in the United States and Australia recalling any given advert, compared with 27% of participants in Britain. This difference remained significant after adding prior exposure as a covariate. As can be seen by the correlations in table 3, youth in the three countries appraised the different anti-smoking adverts in very similar ways. Thus, adverts that were more likely to be chosen as the one that stands out by the Australian participants were also likely to be chosen by youth in the United States and Britain. Moreover, even though participants in Britain were less likely to recall the advertisements, they tended to recall the same ones as youth in Australia and the United States.
In order to establish which of the adverts were most likely to be effective in advancing tobacco control objectives, an "advert impact" score was constructed for each advert based on the summed combination of scores (that is the sum of proportions) on three of the main outcome measures: how good, stand out, and discussed. These measures were chosen to provide information based both on advert appraisal and advert engagement. We selected only one measure of engagement (discussed) because recall and thought about were so highly correlated with it (and each other). The internal reliability of this scale was high (α=0.84). As can be seen in table 4, out of the 10 adverts that received the highest impact scores, four were aimed at a youth audience, and themes included health effects, secondhand smoke, industry manipulation, and other. The four adverts with the highest advert impact scores all featured either personal testimonial or visceral negative executional characteristics and all were rated as very good anti-smoking adverts by over 90% of the participants. All of these adverts were also thought about by over 40%, and discussed by over 36% of youth who saw them, suggesting that they have qualities that are most likely to influence smoking related attitudes, beliefs, and behaviours.
Multivariate relationships for tobacco control adverts Full multivariate models were specified for the 37 tobacco control adverts as depicted in table 5. As these analyses included a relatively small n value, we indicate if relationships were observed at the p <0.10 level (non-standard significance), as well as standard significance levels of p <0.05. The target audience of the adverts was not significantly related to any of the outcome measures employed in this study. However, adverts with personal testimonial and visceral negative executional characteristics significantly increased the proportion of participants who rated such adverts as above average on how good, selected them as the one that stands out, and who recalled, thought about, and discussed them at follow up (see table 5 ).
Prior exposure was also significantly positively related to ratings of how good, stand out, and advert recall, but not to the other outcome variables. There were few significant relations between advert theme and the outcome measures. Using adverts with the theme of health effects as the referent, adverts with a health benefits or secondhand smoke theme marginally increased the proportion of youth that rated them as the one that stands out; and adverts with an uncool theme were marginally less likely to be discussed at follow up.
As we found with the bivariate models discussed previously, the only significant relationship between country and the outcome measures was that the proportion of participants who recalled adverts in Britain was significantly lower. Multivariate models that included all interactions between country, audience, executional characteristics, and advert themes found no systematic significant effects.
DISCUSSION
The results of the study indicate that anti-smoking advertisements sponsored by tobacco control programmes are appraised and engaged in very similar ways by youth in the United States, Australia, and Britain. The only significant difference found was that youth in Britain were less likely to recall any specific advert when followed up a week later. This finding could not be explained by differences in prior exposure to the adverts or in the amount of time elapsed between the rating session and the follow up call, and probably relates to subtle differences in either the sample or methodology employed (although care was taken to standardise procedures in the three countries).
In this study, the executional characteristics of adverts provided the strongest and most consistent effect on measures of *"How good" is measured on a scale of 1-7 in the US and 1-5 in Australia and Britain. Data presented for this variable represent the proportion of participants who viewed an advert who rated it as above average in the scale for how good. †"Stand out" is the one advert chosen out of the group of 10 adverts seen by the youth that is most likely to make them "stop and think". It is interpreted as the proportion that chose a given advert as the one that most stands out.
‡ "Recall", "thought about", and "discussed" are yes/no variables. Thus, data presented represent the proportion of participants who viewed an advert, were followed up, and recalled the advert or responded "yes" to the other outcome variables. §Post hoc comparisons were carried out using the Tukey honestly significant difference test. *p<0.05; **p<0.01; ***p<0.001 Table 3 Correlations between United States (US), Australian, and British participants for main outcome measures (n=37 adverts) advert appraisal and engagement. The presence of personal testimonial or visceral negative executional characteristics significantly increased the proportion of participants who rated adverts as very good anti-smoking adverts, selected them as the one that most stands out, and who recalled, thought about, or discussed such adverts at follow up. Moreover, of the 10 adverts with the highest impact scores, six featured one or more of these two executional characteristics. Previous research has highlighted the role of personal testimonials in delivering persuasive anti-smoking messages, 6 17 and the efficacy of negative visceral images is supported by mass communications theory that emphasises the importance of emotional engagement in communicating messages to audiences who may not be especially interested in the subject matter. 16 22 Although marketing theory and some researchers 13 23 suggest that adverts should be targeted towards specific audiences, there was no effect of target audience in this study. That is, adverts that were aimed at youth were not appraised or engaged in different ways from those aimed at a more general audience. Indeed, it is interesting to note that the four advertisements that received the highest advert impact scores (see table 4) were all targeted at a general audience and included vivid portrayals of the negative health consequences of smoking (or secondhand smoke). Despite the widespread idea that young people feel they are immortal and therefore an emphasis on the long term health effects of smoking may be inappropriate, research has suggested that threat appeals may be just as effective with youth as they are with adults. 24 Although the outcome measures that we employed did not allow us to assess how different adverts influence smoking related attitudes, beliefs, and behaviours, adverts that employed personal testimonial and visceral negative executional characteristics that emphasised the harms of smoking were appraised positively and engaged by youth in all three countries.
One reason why disagreement remains regarding the most effective characteristics of anti-smoking adverts is that such advertisements are complex, multifaceted stimuli that can be rated on a wide range of different dimensions, few of which have been systematically evaluated in research. The different physical, social, and cultural environments in which adverts are placed provides another potential explanation for why such disagreement remains: some adverts might be more effective in some, but not other, cultural historical contexts. However, on the basis of the results presented in this study, it seems clear that youth in the comparatively similar cultural environments of the United States, Australia, and Britain appraise and engage anti-smoking advertisements in very similar ways.
These findings should encourage the open exchange of anti-smoking adverts between such countries, effectively extending the often stretched budgets of tobacco control programmes. Furthermore, this study suggests that tobacco control programmes might seriously consider the use of adverts that test most effectively with people in other similar countries. The evaluation of anti-smoking adverts in more diverse cultural environments is one possible extension of the research presented here, which could pave the way for the more global use of mass media tobacco control campaigns.
